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Honorable Robert Kerrey
United States Senate
316 Hart Senate Office Building
~ashington, DC 20510

8310-HEA
CN9301975

Dear Senator Kerrey:

Thank you for you~ letter on behalf of James Hansen of Chadron, Nebraska.
Your constituent believes that allowing a large number of brief commercials
:0 be aired during children's television programs is harmful to children's
a:tention span and that the number of commercials during children's
::' r'ogramming should be restr icted.

Our current rules implementing the Children's Television Act of 1990 limit
commercials in children's programming to 10.5 minutes per hour on weekends and
~2 minutes per hour on weekdays. The number of commercials per hour in such
programming, however, is not regulated, as long as the total amount of
commercial time does not exceed the minute-per-hour limits established by
Congress.

A~though our current proceeding to examine children's television programming
(see enclosure) does not directly address the issue your constituent has
~'ai.sed, it does ask for comments on the optimal length of programs des igned to
:r:eet the educational. and informational needs of children. AcooNi,i,ncly y we are
placing your const! tuent' s comments in the record of thH~ proceeding.

Sincer'ely,

Roy J. Stewart
Chief, Mass Media Bureau
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J. ROB£RT KERREY
NEBRASKA

tinittd ~tgttJ ~matt
WASHINGTON, DC 20510-2704

May 4, 1993

Linda Townsend Solheim
Director, Legislative Affairs
Federal Communications Commission
Room 808
1919 M Street, N.W.
Washington, D.C. 20554

Dear Ms. Solheim:

I am enclosing a letter from James Hansen, whose concern
falls within your jurisdiction.

I would appreciate any information which will enable me
to respond to my constituent's question about FCC studies
regarding the effects of television advertising. Please
return the enclosed correspondence with your report to:

The Honorable Bob Kerrey
U.S. Senate
washington, D.C. 20510

Attention: Neal McKnight

Thank you for your assistance in this matter.

Sincerely,

.J. Robert



JAMES HANSEN
1305 South Maple

CHADRON, NE 69337

March 29, 1993

Honorable Bob Kerrey
316 Hart Senate Office Building
Washington, D.C. 20510

Dear Senator Kerrey,
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The Sunday World-Herald for March 21, 1993 quoted you as saying
that tax reform should be aimed at encouraging savings and dis­
couraging consumption.

I certainly agree. Unfortunately, the major technological power
of our day, television, is a force for consumption. Seventy five
percent of commercial network television advertising is paid for
by the 100 largest corporations in America. Their advertising
message is: Buy something - do it now!

Enclosed for your information is a photocopy of an article by
Jerry Mander about television as it affects our lives.

There is a need for the national government to save the country
from television advertising.

The message of television advertising may not even be as harmful
as the techniques of television advertising. Enclosed also is a
Calvin and Hobbes cartoon. It has become a technique of televi­
sion advertising to change images at an average of 10 to 15 times
during a 30 second commercial. These numbers may be out of date.
Most commercials now are only 15 seconds. Many commercials seem
to be nothing more than a steady stream of images.

Watching the behavior of children and my two step-daughters, it
seems that constant exposure to such television commercials
results in an extremely short attention span and a constant com­
plaint of being bored except when watching television.
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I suspect that television is responsible for the profound prob­
lems in educating our children.

While it may not be politically possible to alter the content of
television advertising, it may be possible to regulate the pat­
tern or structure of television advertising.

Presently advertising is restricted to a certain number of
minutes per hour. It could also be restricted to only one or two
time periods per hour, rather than the current ten or so times
per hour. For example, all advertising could be required to be
broadcast for ten minutes prior to the top of the hour. I under­
stand this is the style of advertising in some foreign countries.

Advertising could also be limited to the number of change of
images allowed within a 30 or 15 second commercial. Such regula­
tion would be neutral to all advertisers, but could assist in
developing a citizenry with an attention span longer than one
second.

This is a national problem. Local communities cannot fight the
technological effect of television advertising.

Is it possible for the national government to at least look at
this problem? Does the Federal Communications Commission ever
study or provide funds to study the effects of stream of image
advertising?

Thank you for listening to my views on this matter.

SinC~relY, ~7~~~~---__

Han~~




